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INSIGHTS / ENTERPRISE ACCOUNT-BASED MARKETING

What Slows Enterprise SaaS
Deals—and How ABM Addresses the

Real Friction
A buying-committee perspective on account planning, role-specific confent, thoughtful
engagement and the infernal decisions that determine whether an enterprise deal

advances.

An enterprise opportunity may look strong in a CRM and still make little progress. A sponsor likes

the solution, demonstrations have been completed and follow-up meetings continue, but the final
decision remains uncertain. In complex purchases, the obstacle offen lies outside the relationship
the sales team knows best: finance, information technology, legal, procurement and the people who

must actually use the product may hold unresolved questions.

The supplied fintech SaaS case study describes a company with a leng average sales cycle and

limited coverage of its buying committees, The author reports that a stakeholder-led account-based
marketing program later improved its sales cycle, win rate and commercial efficiency. Those figures
are third-party claims from the reference—not verified outcomes delivered by 99Consulting

Services. The ideas below explain how fo apply the underlying approach responsibly.

Begin with the account, not the champion

A strong internal advocate is important but rarely has the authority or expertise to safisfy every
stakeholder. The business sponsor may care about revenue impact, while finance needs a total-cost
model. IT may require integration details; legal may review data processing; procurement may

assess terms and service levels. End users may be anxious about refraining. An opportunity can

sfall if any of these questions remains unanswered.

The source provides an example where many people participated in decisions, although active
vendor relationships reached relatively few. The exact counts belong fo that case. For another
company, the essential exercise is to list the decision participants and compare them with the

people the account team has actually informed.

Build a role-by-role decision map
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Stakeholder Typical concern Helpful evidence

Business champion Will the product solve a pressing  Outcome-focused use case and adoption
operational problem? roadmap.

Economic buyer Can the financial case survive Transparent assumptions, cost model and
scrutiny? business case.

Technical lead Will integration be reliable and  Architecture overview and implementation
secure? dependencies.

Compliance / legal Will the vendor satisfy policy and Data-handling explanation and relevant
regulatory requirements? contractual documentation.

End users Will the change help or disrupf Practical examples, workflow demo and
everyday work? onboarding plan.

Procurement Are the terms, support and Clear scope, milestones, service terms and

approval conditions acceptable? supplier details.

The map should guide coordinated support for the customer’s evaluation. It is not permission fo

bypass a sponsor or bombard additional employees with uninvited sales messages.

_Use content to establish context before outreach
Account-based marketing shiffs planning from large volumes of anonymous leads to a manageable
group of organizations worth understanding deeply. For each target account, consider the business
pressures facing its decision-makers and publish useful material that addresses those concerns. The
reference describes a period of fargefed LinkedIn content before outreach. That approach can help

people become familiar with the ideas behind a solution before they receive a direct message.

Examples include a finance brief on investment assumptions, a fechnical note on integration
readiness, an article about procurement delays or a user-focused guide to implementation. Publish
under transparent company idenfities and evaluate quality of engagement rather than freating a

view or reaction as proof of buying intent.
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- Executive decision note: the problem, options, expected outcome, risks and proposed next step.

These documents need not be long. They should be accurate, easy fo circulate and written in the
language of the people reviewing them. The goal is fo resolve legitimate objections earlier rather

than to pressure the buying group.

Coordinate multiple relationships without creating noise

The supplied account-based case study discusses a staged approach that begins with research and
content. moves fo relevant introductions and brings technical or financial reviewers info the
discussion as the opportunity develops. The valuable feature is coordination: different stakeholders
receive information suited to their roles, and everyone on the account tfeam works from the same

understanding of the deal.

Stage Account team action Customer benefit

Research Identify company confext and decision Less generic discovery and fewer
roles. repeated questions.

Education Offer content on documented business Clarity before commercial discussions.
concerns.

Discovery Agree on goals, constraints and evaluation A more useful discussion of fit.

requirements.

Validation Provide role-specific evidence at the right Fewer unanswered internal-review
stage. questions.
Decision Summarize scope, commercial logic and A clearer basis for an informed choice.

approval dependencies.

Measure progress at the account level

Traditional marketing reports may count individual leads while enterprise sales works through
named organizations. ABM needs a shared view of the account: which roles have participated,

which concerns remain unresolved, what commercial milestones have been reached and whether
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Interpreting the external case-study results

The source reports a reduction in average sales-cycle duration from 14 months to 9 months and an
increase in win rate from 19% to 34%, among other reported commercial changes. These figures
describe the external author's claimed case outcome. They are not evidence that the same results
will occur elsewhere, nor are they client results of 99Consulting Services. They are most useful as a

reason to investigate whether buying-committee friction is measurable in one's own pipeline.

An implementation plan for the next complex deal

Choose one live enterprise opportunity and map the buying group. Mark which concerns are already
understood and which remain unanswered. Create one clear asset for the least-supported
decision-maker. Then coordinate with the existing champion to supply it at an appropriate point.

Repeat with other objections only when evidence warrants the effort.

For a broader account program, begin with a small selection of high-fit organizations. Review the
accounf map with sales, marketing and ftechnical teams every week. Keep the reporting simple and
the content useful. The purpose of ABM is not fo create more campaigns; it is to help complex

buying groups make better-informed decisions.

_What to take forward

A reliable growth program is built by connecting the right audience, relevant information,
responsible outreach and a clear sales process. Use the ideas above as a festing framework:

esfablish a baseline, run a controlled pilot and invest further only when the quality of opportunities

and economics support the decision.

Editorial note: This is an independently rewritten educational article by 99Consulting Services, informed by the uploaded
reference "Krishna_ABM_Article_Fintech_Case_Study” (third-party article). Any metrics or client outcomes specifically

idenfified as source-reported belong to that third-party source and are not claimed as results delivered by 99Consulting

Services.
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